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Abstract
The aim of this dissertation was to explore the public relations techniques of Ballymaloe and
determine the effectiveness of these techniques on the Ballymaloe brand. Relevant literature
was explored and the subjects the subjects that were encountered included public relations
traditional and new media avenues.
The research methodology constituted quantitative analysis. Interviews were the primary
research tools, with media analysis being used to back it up. The data was analysed using
content analysis procedures.
The conclusion identified that, Ballymaloe are inadequate in implementing two way
communications with their strategic publics. The research highlighted the relaxed attitude
towards their public relations techniques and interacting with there publics through the new
mediums that are now available to all organisations. The dissertation concludes with
recommendations for the public relations tactics of Ballymaloe and recommendations for the
future.
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Chapter One
Introduction

1.0

Ballymaloe - The Background

Ballymaloe is situated in East Cork in a small country area known as Shanagarry. The
Ballymaloe brand name originates from the Ballymaloe House which itself dates back to the
15'^ century, being a Norman Castle built by a branch of the Fitzgerald family. Ballymaloe
came under the ownership of Ivan and Myrtle Allen in 1948 when they purchased the
property from the Simpson Family. Ivan was a young vegetable farmer at the time growing
an abundance of fruit and vegetable produce. At the time this was in partnership with Wilson
Strangman the Allens close neighbours. Mr Strangman was the manager of the Kinoith in
Shanagarry which is now the home of the famous Ballymaloe Cookery School. The Allens
went on to expand into mixed farming where they brought up their six children. Myrtle then
opened her own restaurant in their dinning room using all locally produced foods sourcing
their fresh fish from Ballycotton, and subsequently developing the property into a hotel. The
Ballymaloe House went onto win many renowned awards for its fine food.
The successful family behind The Ballymaloe Brand, The Allen Family:
Ivan and Myrtle Allen
Tim and Darina Allen
Rachel and Isaac Allen
Yasmin Hyde

The most renowned and well known faces of the Ballymaloe Brand are the following:
Darina Allen:

Darina became known for her Simply Delicious television series in the late 1980’s. Darina
who hails from Portlaoise is a graduate of The Dublin Institute of Technology where she
completed her hotel and catering degree. Darina is the leader of the Slow Food movement in
Ireland. She lives with her family on their organic farm, Kinoith, in Shanagarry. Darina is a
celebrity chef, newspaper columnist, author and teacher and who along with her family owns
the Ballymaloe Cookery School. The school is situated on the ground of the organically run
farm.
Darina is a successful business woman who has assisted in building and promoting the
Ballymaloe brand. Darina has achieved numerous awards throughout her career such as the
‘Cooking Teacher of the Year’ award in 2005 and ‘Business Woman of the Year’ in 2001.
“Although six times a grandmother, Allen shows no signs of slowing down. Still very much a
hands-on teacher in Ballymaloe, she has her fingers stuck into many pies, whether it’s
attending this year’s Electric Picnic, selling Ballymaloe produce at the Midleton Farmer’s
Market, travelling and promoting the Slow Food movement or writing her weekly column in
the Irish Examiner. However, she never loses sight of what’s really important.’’ (Hennessy
2010)

Rachel Allen:
Daughter in law to Darina Allen, Rachel lives in East Cork near Ballymaloe with her husband
Isaac and their three children. Isaac is also a very successful chef. Rachel was born in Dublin
and attended the Ballymaloe Cookery School when she was 18 in 1990. Rachel worked in
Ballymaloe House Hotel after completing the cookery course and went on to work in
Vancouver before returning back to Ballymaloe for good. Rachel has become very successful
in her own right as she holds many titles such as celebrity chef, author, teacher, and Sunday
tribune columnist.
Rachel is one of the main faces associated with Ballymaloe. She also brands herself
individually producing cook books and designing crystal and porcelain dinner sets for
Tipperary Crystal.

“Her television show and recipe books are cooking up such a storm internationally that it’s
prompting comparisons with a certain domestic goddess. Rachel Allen may not be a vixen in
the kitchen, but the Irish cook’s own brand of charm has audiences around the world eating
out of her hand, and put her within rolling-pin distance of Nigella Lawson’s success.’’
(Battles, 2009)

Yasmin Hyde:
Yasmin is the daughter of Ivan and Mrytle Allen. Over twenty years ago she started
producing one of the most famous products to originate from Ballymaloe. Ballymaloe
country relish is one of Ireland’s most popular brands of relish and this initial endeavour has
now expanded into a complete food range of pasta sauces and soups. Yasmin operates under
the company name Hyde Ltd but still insists on using the sought after and famous Ballymaloe
brand name.

1.1 Justification of Research

During the investigative stage of this dissertation, the researcher noted that there was a
distinct lack of previous exploration of the role played by Ballymaloe in the food industry.
The researcher saw this as an opportunity to venture down previously unexplored avenues
and examine the precise nature of the meteoric rise to national and indeed international
recognition enjoyed by the Ballymaloe brand.
The researcher was especially concerned with the key role played by public relations in this
rise. Were specific techniques knowingly employed and was there a concise strategic plan
that was knowingly coordinated to garner such success. The issue of how Ballymaloe planned
to consolidate its current position in these recessionary times through the use of public
relations provided an interesting backdrop to the primary research objective outlined above.
To conclude, the researcher also wanted to assess how well equipped management would be
going forward to deal with any public relations issues that may arise.
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1.2 Research Aim
To assess and analyse the contribution of public relations to the growth of the Ballymaloe
brand
Initial Research Questions
•

What public relations methods have been used to promote the Ballymaloe brand?

•

How effective are these public relations methods?

•

What does Ballymaloe as a food organisation stand for?

•

What is the prevalent ethos and values of Ballymaloe?

•

Does Ballymloe focus on communicating effectively with its publics?

Research Objectives
•

To identify the public’s perceptions of the Ballymaloe brand.

•

To determine how successful Ballymaloc’s public relations techniques have been
implemented.

•

To establish the contribution of public relations to the growth of Ballymaloe and to
determine is such a contribution is effective i.e. are the techniques having a positive
effect.

•

To identify whether they are reaching and communicating with their publics
accordingly.

•

To determine the future of the Ballymaloe brand.
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1.3 Chapter Outlines
Chapter one
Chapter one provides an introductory appraisal of the dissertation for the reader. It gives
background to the research undertaken, then presents justification for the study of the public
relations techniques utilised by Ballymaloe. The research aim is stated, and this is categorised
in the research questions and objectives. The chapter closes with an outline of the subject
matter contained in the chapters, including the literature review, research methodology, data
analysis and finally conclusions and recommendations.
Chapter Two
Chapter two presents the literature review.
Chapter Three
Chapter three discusses methodology and the various methods used to collect data for this
dissertation.
Chapter four
Chapter four analyses the data collected for this body of research, discussing what
conclusions were found from conducting interviews and questionnaires in accordance with
the research hypothesis.
Chapter five
Chapter five examines the conclusions and recommendations the author has come to as a
result of conducting the research.

1.4 Conclusion
The function of Chapter One is to introduce the reader to the subject under discussion.
Research background, justification for research, research aim, questions and objectives are
outlined to provide the reader with an introduction to the topic of this thesis.

12

Chapter Two
Literature Review
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2.0 Public Relations Defined
When people first ask themselves what public relations really means phrases such as ‘spin
doctor’ and Max Clifford immediately come to mind. Public relations can be mistakenly
defined as people working as publicists or even journalists. We ask ourselves why this is; the
reason being is that the profession is still young and with so many definitions for public
relations it is obvious that it is hard to define in one contemporary sentence. (Yeomans, 2009,
p. 4) Looking at several definitions of public relations it enlightens ones view on what the
essence of public relations is.
Public relations is “The management of communication between an organisation and it’s
publics.” (Hunt J. G., 1984, p. 6)This definition is a broad objective of what public relations
stands for. Communication is a docum.ent or message imparting news, views and information.
How an organisation manages this information good, bad or indifferent is where public
relations come into play, (dictionaryreference 2009) An organisation in the 21''' century is so
reliant on its reputation it is essential that public relations are practised well, throughout the
organisation. Communicating an organisations beliefs and morals to the public, remember in
most cases the organisations consumers, is essential to let the public know what they are
about and what they stand for. Without this communication the public is left to paint their
own picture of what an organisation stands for, through the organisations advertising
campaigns as this is the only verbal interaction an organisation might have with its public.
When the public is left to make their own conclusion of what an organisation is about it can
have fatal consequences on the reputation of the organisation, without public relations there is
a sender present to steer them in the direction of positivity about the firm.
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“Most public relations communicated is mediated, though it is worth remembering that public
relations also uses direct media such as exhibitions, leaflets or corporate videos, where the
content is wholly controlled by the sender.” (Theaker, 2001, p. 15) The most important word
to take from this definition is the word ‘controlled’. We must remember that any information
released to the public by the sender is controlled by the given firm. The information is biased
in favour of the organisation thus they choose what they want the public to know. Public
relations are always in the best interest of the given firm “to build good relationships and
mutual understanding between an organisation and its most important audience.” (Yeomans,
2009, p. 5) The relationship that is built up between an organisation and its audience is
unique to that organisation. From organisation to organisation several techniques of public
relations are practiced and implemented in order to win their favoured audience over their
competitors. Every organisation must continue to communicate with their audience to sustain
the relationship they have created via public relation techniques either through direct media
or mass media.

“Press, radio and television provide the public relations practitioner with an essential channel
of communication between clients and the publics.” (Gunning, 2003, p. 55) Dealing with the
media can be a major element of public relations and this at times can often be confused with
publicity. It can be said that public relations in general uses the mass media such as television
and radio to access their public to make them aware of or to defend an issue relating to the
given organisation. This is not publicity as the material used by the media is selective
information given by the organisation. In practice public relations deal with the media
through press releases and events. Some will say it’s free advertising for the organisation and
maybe it is, but I feel it comes back to freely accessing the public in the most direct manner
possible. Publicity on the other hand “is drawing attention to something by highlighting the
issue, event or occasion in the media.” (Gunning, 2003, p. 5) Publicity has adopted the
attitude if the media is there why not use it to its advantage.
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“Public relations is the planned effort to influence opinion through good character and
responsible performance, based upon mutually satisfactory two-way commiUnication” (Hunt
T. H., 1994, p. 7) There is a need for and to sustain mutual understanding between an
organisation and its public. This can benefit both; feedback from the public is an essential
element for the organisation to proceed forward. “Feedback is also important. It is what
makes the difference between one-way communication where the sender has no knowledge or possible interest - in the receiver’s response, and two-way communication, where the
receiver can comment or even alter events by responding to a message.’’ Berio (1960)
(Theaker, 2001, p. 14) The organisation is now aware of their audience and their
requirements thus they can design their public relation techniques around their most
prominent audience. An organisation must act responsible to reassure and satisfy their public
through this two way communication system, this allows for public relation practitioners to
carry out their role to the best of their ability without any excuse. If a mutual understanding
wasn’t present between both parties it would make public relations difficult to pursue as the
public relation practitioner would fail to identify trends and the ability to analyse such trends.
(Hunt J.G., 1984, p. 7)

Public relations can impact society hugely. It is a key element in any organisation to be
socially responsible. We can see the effect of negative socially responsibility in the Nestle
infant formula controversy, discussed in class. “Public responsibility results from
communication, negotiation and compromise between interpenetrating systems’’ (Hunt J. G.,
1984, p. 53) “The organisation can never define where its responsibilities begin and end.’’
(Hunt J. G., 1984, p. 55) An organisation has an obligation to be socially responsible and
some of these may include responsibilities to the environment, community as well as their
own employees. Thus public relations practitioners must take into account that for every
action there is a reaction, they must be able to deal with these situations in a professional
manner, taking full responsibility whilst considering the public. “Gone are the days when
organisations were regarded as just economic entities whose sole responsibility was to make
profits.’’ Friedman (1970) (Yeomans, 2009, p. 5) Corporate social responsibilities (CSR) are
now a main aspect of every organisation an example of this is the AIB Bank supporting local
community campaign. The public relations practitioner must be aware of external ethical
standards and act in the interest of the public. Whilst helping the organisation to build an
appropriate CSR programme.
16

Public relations can’t be defined as one specific role as public relations practitioners may be
expected to carry out several roles. Grunig and Hunt believe that public relation practitioners
carry out four key roles. Firstly, there are communication technicians who deal with
journalists in relation to the writing aspect of it such as press releases. Second public relation
practitioners carry out the function of communication mangers, whereby they plan and mange
what the organisation chooses to communicate and what feedback they deem relevant. Third,
the media relations role. This entails working with the media on behalf of the organisation,
which necessitates maintaining good relations with the media at all times. Finally, the
communications liaison role requires representing the organisation at events which create
opportunities for managers to communicate with the public. (Hunt J. G., 1984, p. 91)
To conclude, public relation practitioners “use w'hat is known from social science theory and
research about attitudes and behaviour to persuade publics to accept the organisation’s point
of view and to behave in a way that supports the organisation”. (Hunt J. G., 1984, p. 22)
Public relations is the ability to communication rather than the art of persuasion. Public
relations is an art, to communicate with your audience in appropriate manner for them to
believe in the organisations beliefs and to learn what the organisation is about. After looking
at several definitions of what public relations stands for one can confidently say
communication and how an issue is communicated is the backbone of public relations. With
the successful public relation techniques implemented in an organisation goodwill and
friendship can be created between an organisation and its audience. “ Public relations is the
art and social science of analysing trends, predicting their consequences, counselling
organisation leaders and implementing planned programmes of action which will serve both
the organisation’s and the public interest.” (Theaker, 2001, p. 4)
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2.1 Role of Public Relations Integrated Marketing Communications
“Public relations is the profitable integration of an organization’s new and continuing
relationships with stakeholders including customers by managing all communications
contacts with the organisation that create and protect the brand and reputation of the
organization.” (Caywood, 1997, p. xi)
“Communication is an integral part both of public relations and marketing. It should not be
surprising, then, that public relations practitioners often are called upon to provide
communication strategy and techniques to support the marketing function.” (Hunt T. H.,
1994, p. 362) Marketing communication programmes entails the PR practitioner working
closely with advertising and sales promotion sectors. “Public relations specialists most often
support the marketing function by developing programs lo communicate with the consumers
markets about products and services” (Hunt T. H., 1994, p. 362) When one thinks of
marketing, automatically the four P’s come to mind: Product, Place, Price, and Promotion.
Communication enters the final P promotion but many marketers have limited training in
communication This is where integrated marketing communication and PR come into play.
“Many practitioners, especially those who are communications technicians with no marginal
responsibilities also equate promotion and publicity with public relations.” (Hunt T. H., 1994,
p. 364)
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2.2 Role of Public Relations in Branding
What is a brand? “A label that seeks to add perceived value to a consumer product by
generating loyalty or presence.” (Yeomans, 2009, p. 645) A brand is a particular product or
characteristic that serves to identify a particular product.
The Ballymaloe brand has originated from the Allen family in East Cork. Even though many
are separate entities, most carry the Ballymaloe Brand name. The Ballymaloe brand name
reflects quality in the food and catering business.
“A brand is a name, term, design, symbol or any other feature that identifies one seller’s good
or service as distinct from those of other sellers”. (Rowley, 2006, p. 104) The branding of a
product such as Ballymaloe is a crucial element of being a success in the marketplace. If the
product had no brand it would simply be a commodity and have to compete as a commodity
where price is the deciding factor in most incidences.
The benefits for the consumer of good branding is easy product identification, product
evaluation, product is positioned suitably, can help create interest in your product which is
again crucial for success. Branding of products for the manufacturer has benefits of helping
to create loyalty, defends product against competition and can create a differential aspect in
the customer’s decision process.
If you have managed to develop a reliable and high quality product, then by making pricing
acceptable this can help in targeting a product to the consumer and gives power to the
manufacturer over supermarkets, who are generally in a very powerful position. Therefore
strong brands are a highly sought goal for any company depending on the success of the
brand.
A product is something made in a factory; a brand is something that is strategically created by
an organisation and in turn bought by the customer. “A product can be copied by a
competitor; a brand is unique. A product can be quickly outdated; a successful brand is
timeless.” (Stephen King) Ballymaloe is a renowned brand that instantly stands out from
existing rivals as it is a strong and memorable name.
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“Since the 1950’s the market place has been one long series of new products, new
technologies, and new innovations been sold to new groups of consumers” (Schultz, 2004, p.
10) With new products flooding the market place year in year out it is hard for the consumer
to distinguish between them, to ensure they are receiving value for money and quality goods
and services. “The ability to duplicate innovations quickly became as important as the ability
to innovate.” (Schultz, 2004, p. 10) A brand defines ones product; it represents what the
product entails such as high quality and value for money. A brand allows a relationship to
form between the product and the consumer thus brand loyalty is established. “Investment
firms discovered that brands, because they commanded a base of loyal customers, were able
to generate income flows” (Schultz, 2004, p. 11)
“Brands can be perceived quite differently depending on the viewer’s social and political
context. Critics perceive brands as the worst manifestation of capitalist society; others see
them as something which we have deep emotional relationships.” (Yeomans, 2009, p. 505)
ConiSLimers believe they have certain connections with certain brands, they build up
emotional relationship thus relying on these brands to satisfy their needs and wants.
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2.3 Role of Public Relations in the Food Industry
The food industry is a unique industry in itself. We rely on food for sustenance and life. “It
satisfies our first appetite and provides us with the longest lasting source of human pleasure.”
(Caywood, 1997, p. 311) Food is a personal need every individual can’t live without.
As Michelle Stacey writes in her book Consumed “Food is no longer food but preventive
medicine, a scientific abstraction, a moral test, and sometimes a moral enemy.” (Caywood,
1997, p. 311) While all goods are subject to consumer tastes food has a certain amount of
tangibility attached to it. One can especially taste the contents of a certain food and hence
derive an innate pleasure from repeat experiences.
The sheer volume of nutritious alternatives available to the market means that differentiation
as an organisation strategy plays a key role. Emerging differentiations of low calorie, gluten
free, no artificial colours and flavours represent a clear portrayal of the society we live in
today and where the food industry of the 2F' is heading towards. Health issues have caused
today’s consumer to consider their food choices more carefully. Documentaries such as
‘Surpersize Me’ have helped to illustrate the perils of gross consumption of sub standard food
groups. McDonalds a global food enterprise has since moved to offer more healthy
alternatives on its menu to alleviate the public’s growing discomfort with such produce. As
such McDonalds have shown themselves to be a strategically aware company capable of
recognising societal shifts in attitudes and developing their business model to move with such
attitudinal shifts, (www.mcdonalds.ie)
The food industry is one of the fastest growing industries. It is constantly evolving and this
can be difficult for any company large or small to keep up. Such changes include technology
advances, sociological change and government regulations. “Food and beverage companies
have seen their industry completely transformed by technological advances which have led to
....rapid changes of potential new products and markets” (Caywood, 1997, p. 312)
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“Public relations positioning is part of an overall integrated marketing communication
program^ and an integral comiponent of the mxix that allows the company to meet its corporate
goals and project a calculated image” (Caywood, 1997, p. 312) Public relations allow a
certain image to be portrayed via campaigns and corporate social responsibility (CSR).
“Public Relations professionals have always been know as the creators of the image; they
also must help preserve the image.” (Caywood, 1997, p. 312) Certain brands have certain
images and it is extremely important to maintain this image at all times such as health foods
want to portray a positive healthy natural image. Image maintenance is a key component to
constantly satisfying their loyal consumers.

The food industry utilises several tactics in promoting their products. CSR activity is a major
tactic such as the Ronald McDonalds Children Charity “which provides housing and support
for the families of critically ill children” (Caywood, 1997, p. 318) An example of a public
relation tactic in the food and beverage industry is when a food beverage celebrates a
significant number of years in the market place. “When a food or beverage product reaches a
milestone anniversary, one effective tactic is the use of nostalgia to evoke warm memories
and positive associations” (Caywood, 1997, p. 318) One food company who implements this
is Kellogg’s cornflakes as they often use old advertisements of their corn flake boxes to show
their consumers and their competitors how long they have been successful on the market,
(www.kellogjjs.ie)
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2.4 Celebrities and Public Relations
A good working definition of a celebrity is a “well-recognised person who commands a high
degree of public and media attention” (Yeomans, 2009, p. 622) The celebrity environment
must be thriving to attract media coverage in turn continues to flourish.
“Celebrities has become a global cultural industry with its own media and PR’s to oil the
wheel of fame and fortune” (Yeomans, 2009, p. 623) Celebrity status is an industry in itself
and creates avenues for an individual to access great fortune from been physically present in
the right social circles. Individuals employ the media to gain celebrity status to promote
themselves or even to reinvent themselves such as Madonna or Michael Jackson. (Yeomans,
2009, p. 623)
Celebrities can be classified under distinctive headings according to Rojek 2001. (Yeomans,
2009, p. 624) Two examples of these are the following:
Ascribed Celebrity:
This type of individual is a celebrity that is born with the celebrity status, such as famously
inheriting an empire of fortunes. Examples include the Royal Family or The Kennedy’s .This
type of celebrity status is not a celebrity by choice but is forced upon them.
Achieved Celebrity:
Celebrity status is gained when one achieves exceptions in certain fields such as sport, art and
acting. The individual receives attention for becoming a leader or accomplisher in their given
field and this can result in celebrity status such as Brad Pitt for acting.
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“The skill set of the majority of PR consultants mean that they are more akin to management
consultants who specialise in m.anaging conimunication and inform.ation. Their role is widely
seen as ‘dark art’.” (Yeomans, 2009, p. 625) This is an essential element to any celebrity,
controlling information to the media. Celebrities utilise the media to promote themselves to
climb the social ladder. When wrong information reaches the media it can have major
consequences on the celebrity and sponsors connected to that individual. When celebrity Big
Brother went global it saw Shilpa Shetty a Bollywood actress receive racial abuse from Jade
Goody that nearly destroyed Jades celebrity career. As a result the shows sponsor Carphone
Warehouse also pulled their contract as they did not want to be associated with racial abuse.
(Yeomans, 2009, p. 627)
Public Relations play a vital role in communicating a celebrity’s ethos and values and to
control the individual’s image preferably in a good light. It is difficult for any public relations
practitioner to work with the media on such a global and demanding level; “we see a rapid
development of the global news system allowing personalities to sell their knowledge and
ideas and manage their reputation on a global stage” (Yeomans, 2009, p. 631)
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Chapter Three
Methodology
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Chapter 3 - Research Methodology
3.0 Introduction
This chapter sets out the procedures used during this research project to ascertain the public
relations teehniques that are primarily used to build and promote a successful brand name
such as Ballymaloe. The ‘Literature Review’ provided the focus for the chosen research
methodology. The ‘Research Methodology’ will detail research aims and objectives, primary
and secondary research methods undertaken, details of interviews, questionnaires and data
analysis process.

3.1 Research Aims and Objectives
Research Aim
To assess and analyse the contribution of public relations to the growth of The Ballymaloe
brand.
Research Objectives:
•

To identify the public’s perceptions of the Ballymaloe brand.

•

To determine how successful Ballymaloe’s public relations techniques have been
implemented.

•

To establish the contribution of public relations to the growth of Ballymaloe and to
determine is such a contribution is effective i.e. are the techniques having a positive
effect.

•

To identify whether they are reaching and communicating with their publics
accordingly.

•

To determine the future of the Ballymaloe brand.
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3.2 Research Methodology
There are multiple approaches to research methodology that can be explored. However the
researcher found that using a combination of both quantitative and qualitative methodology,
focusing mainly on qualitative analysis, provided the best mix. “Quantitative research is
explaining phenomena by collecting numerical data that are analysed using mathematically
based methods (in particular statistics)” (Muijs, 2004, p. 1) meaning research conducted
through the collection of numerical data, and for the purpose of this research, the assembly of
information from sources such as newspaper articles, column inches and online blogs.
Qualitative research will be used when a phenomenon cannot be easily explained through
numbers. “Qualitative research provides definite market information regarding the opinions
and behaviours of the opportunities, and problem from a given target market or market
segment” (Nykiel, 2007, p. 39)
The importance of research in the discipline of public relations cannot be underestimated
“research based public relations practices enable managers to solve complex problems, set
and achieve or exceed goals and objectives, track the opinions and beliefs of key publics and
employ program strategies with confidence that they will have the intended results...research
allows practitioners to maximise their abilities and move beyond creative reactions to
scientific management.” (Erica Weintraub Austin, 2006, p. 2) Research allows information to
be understood and to be but into context to answer a question or a resolution to a problem.
The reason for combining both quantitative and qualitative methods for this research was to
gain an insight into both the origins and effects of public relation techniques and methods in
relation to Ballymaloe. Quantitative methods were used to determine the extent of
communication through media relations, and qualitative techniques were used to determine
how Ballymaloe reaches its publics. Primary and secondary research was carried out for this
study.
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3.3 Secondary Research
“Secondary research calls for a search of existing material to gather the data one requires.”
(Holloway, 2004, p. 61) For the purpose of this study, the secondary research undertaken by
the researcher consisted of appraisal, evaluation and analysis of academic journals, articles,
textbooks, websites and blogs in relation to the subject in question.
Secondary research is hugely important as it negates the need to carry out often costly
primary research, and it provides a wealth of easily accessible information used to back up a
study. “Secondary research also is helpful in refining the research topic; building files and
providing a launch point for you own additional research” (Smith, 2002, p. 265) A researcher
must always keep in mind the relevance of the secondary data in hand.

3.4 Primary Research
In the course of this analysis, a number of primary research methods were utilised. These
were primarily interviews and questionnaires, in pursuit of gaining insight into how
Ballymaloe utilise their public relations methods. “In primary research the analyst is
responsible for the design of the research, the collection of the data and the analysis and
summary of the information.” (Kamins, 1993, p. 3) Data are collected specifically for the
study at hand and have not previously been interpreted by a source other than the researcher.
For this type of study the researcher found that the interviews and questionnaires were to be
the most viable way of obtaining the relevant primary facts. The researcher believed a great
deal of planning and research was vital when preparing the questions that would reflect the
experience of the subject concerning The Ballymaloe Brand.
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3.5 Questionnaire Design
Questionnaires are deigned to obtain information on a research topic in an unbiased and
impartial manner. In this study, the questionnaire was designed to determine the public’s
attitudes towards The Ballymaloe Brand among the general population and to ascertain
whether greater public relation techniques are needed to promote the brand in recessionary
times. In order to establish the clearest understanding possible for both the researcher and the
respondent “care must be taken in selecting the question type, in this end, the questionnaire
contained a mixture of both closed and open ended questions.” (Bell, 1999, p. 75)Closed
questions usually involve yes or no answer, whereas open-ended questions do not suggest the
answer in the question and the “respondent are expected to answer in their own words...ope
(Taschereau, 1998)n questions always seek a spontaneous, that is unprompted, response”
(Brace, 2004, p. 55)
By using a mix of closed and open-ended questions the researcher endeavoured to determine
the efficiency of public relations employed by The Ballymaloe Brand in reaching strategic
publics. The researcher followed rules set out by Tashchereau’s ‘Five Essential Elements of a
Good Questionnaire’ (Taschereau, 1998, p. 43) in developing the questionnaire for this study.
•

Keep the questionnaire relatively short and focused on the important questions

•

Ensure that the instructions and the questions are clear

•

Limit the questions to those needed for the evaluation

•

Include a ‘no opinion’ option for closed questions

•

Use sound procedures to administer the questionnaire

A copy of the Ballymaloe Questionnaire can be viewed in the appendices.
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3.6

Interviews

“The use of the interview as a research method is nothing mysterious: An interview is a
conversation that has a structure and a purpose. It goes beyond the spontaneous exchange of
views as in everyday conversation, and becomes a careful questioning and listening approach
with the puipose of obtaining thoroughly tested knowledge.” (Kvale, 1996, p. 6) After
researching examples of published interviews it is recommended to maintain structure and
relevance throughout. Breakwell et al (2006) suggests a format for interviews which should
remain consistent and coherent over all interviews conducted:
•

Be thoroughly familiar with the interview schedule before starting

•

Ask all questions of all respondents even if the researcher thinks he/she can predict
what some will say

•

Know which questions are meant to probe, and if an answer is not satisfactory probe
further.

•

An answer in a face to face interview has both verbal and non-verbal components. It
is sometimes useful to encode non-verbal aspects of the answers even when visual
recording is not used as they can change the underlying message substantially.

The researcher followed this routine as accurately as possible, the researcher had all the
questions well prepared prior to all of the interviews. Interviewees were chosen in order to
contribute rounded data from the respondent’s general experiences. This data was added to
the body of the text following the completion of the literature review.
In each case the aim of the research was stated, the interviewees were told the interview
would last approximately thirty minutes and the researcher requested their permission to
record the interview which was granted in all cases. However The Ballymaloe interview was
conducted via an email process. The researcher emailed on the questions to a reliable
employee of Ballymaloe and she emailed back the researcher the answers. A semi formal
interview structure, the researcher deemed the most appropriate as both parties involved felt
relaxed and at ease with the situation thus encouraging the interviewee to elaborate on each
answer and maintain a level of interest.

30

Contributors were sourced from the public relations field and relations with Ballymaloe. The
following individuals agreed to take part in the research and to form an array of opinions and
knowledge:
•

Darina Allen owner and co-founder of Ballymaloe Cookery School
Date of interview: 6'" July 2010
Location:

Phone interview

Duration: 10 minutes
Interview with Christine Duggan Managing Director of DMPR
Date of interview: 25'*^ August 2010
Location:

Phone interview

Duration:

20 minutes

Interview with Elaine Reardon, Pastry Chef at Nash’s 19 Restaurant in Cork City
(past pupil of the Ballymaloe Cookery School)
Date of interview:

26'^ August 2010

Location:

Own Home

Duration:

30 minutes

Interview with Siobhain Hogan Ballymaloe employee
Date of Interview: August 2010
Location: Via email
Duration: Over a couple of days
A transcript of all interviews can be viewed in the appendices.
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3.7 Case Study

“The case study is a method of choice when the phenomenon under study is not readily
distinguishable from its context.” (Yin,2003,p.4)
Advantages of a case study
Where there is limited/scarce information available a case study can provide a synopsis of
data already gathered on the subject matter.
Where the related research is closely linked to previous case studies, certain key variables can
be assumed to give the researcher more scope to investigate unknown or unproven
hypotheses.
Case studies can act as a corollary for the current research; both to confirm the researchers
findings with the original case study results as well as to provide a template to investigate
areas of obscurity that may now be analysed with the benefit of the time differential.

Disadvantages of a case study
The quality of case studies used is entirely subjective given the personal nature of the
conductor’s motives. Their impartiality, or lack of, may lead the researcher to incorrect
conclusions if based on such unsubstantiated claims.
Certain leaps of faith may be necessary due to the inherit nature of qualitative research
techniques such as case studies. Given the fact that the scope of such studies can be quite
narrow then the researcher may deem it necessary to rely on certain assumptions to arrive as a
conclusion for their own research. These assumptions may fall down under closer scrutiny.

32

3.8 Validity and Reliability
Validity and reliability give the completed research substance and credibility. In order to
ensure validity and reliability, interviewees were chosen with the criterion for selection being
their proximity to public relations or their knowledge of Ballymaloe. The questionnaires were
distributed to a broad cross section of the population, who may or may not have knowledge
of The Ballymaloe Brand.

3.9 Data Analysis
Date analysis is the process of transforming raw data into usable information, often presented
in the form of a published analytical article, in order to add value to the statistical output.”
(www.oecd.org) Data analysis was considered when formulating the questionnaire. Due to
the relatively small amount of questionnaires conducted the researcher analysed the results of
the questionnaire personally, condensing the results into a comprehensive survey for the
given reader of this study. The resultant findings can be viewed in Chapter four. The
researcher applied an open mind when analysing and interpreting the interviews conducted. It
became clear to the researcher that patterns of information were emerging in the collected
data which allowed the researcher to link research collected in the literature review.

3.10 Conclusion
This chapter discussed research methodology and described how it was used as the basis of
validating the research premise of the dissertation. The chapter presented details of the
primary and secondary processes completed for this exploration. The interview as a research
method was discussed as was the questionnaire. The chapter touched on the importance of the
validity of the research and how all the collected data was analysed. Chapter four will move
on to further discussion on the analysis of the research completed throughout.
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Chapter Four
Data Analysis
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4.0 Overview
In this chapter the researcher will present the findings and analysis of the research conducted
as part of this thesis, having carried out a number of semi-structured interviews and studied
the results of thirty questionnaires. The researcher posed similar questions to all four
interviewees, with variations on each depending on the interviewee’s background. The main
categories that emerged from the content analysis of the responses were as follows:
1. The role of public relations in the food sector, specific to Ballymaloe.
2. The origins and growth of Ballymaloe via public relations methods.
3. The role of the media in the growth of Ballymaloe.
4. The role of new media in more recent years to Ballymaloe.
5. Ballyrnaloes CSR techniques.
As noted, the semi formal nature of the interviews facilitated deviation from the original
structure to delve more deeply into areas that the researcher considered to merit such
attention. All of the interviewees were extremely familiar with The Ballymaloe brand and its
values prior to the interviews. Nevertheless the researcher explained the focus of the
dissertation to each participant prior to the interviews. All of the interviewees agreed without
hesitation to be recorded as part of the discussion, and no issue of confidentiality arose.
One out of the interviews took place in person, with two taking place over the phone and the
last taking place via email. The researcher found the telephone interviews slightly awkward
in comparison to face-to-face meetings. This was due to the fact that it was more difficult to
conclude meaning without the capability of reading body language. Despite this there was no
problem in requesting clarification of meaning from the telephone interviewee, or indeed
from the contributor to this body of research. A full list of all interviews can be read in the
Appendices section of the dissertation.
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4.1 The role of public relations in Ballymaloe, a food sector.
Overall, the researcher found that public relations was incoiporated to a high degree in the
Ballymaloe Brand. Ballymaloe was slow to admit to this as when I briefly interviewed Darina
over the phone she was quick to answer “we don’t necessarily or intend in using PR”. This is
not the case as Ballymaloe is very much public relations orientated which has added to their
success in the 21^‘ century.
“Myrtle was the beginning of it all as she and her husband bought Ballymaloe. So we would
have learnt about the history about her and Ballymaloe House and how all enterprises have
originated from this. This is where Darina learnt everything, so she really focuses on Myrtle’s
old ways still to this day. Darina then opened up a school from that, Ballymaloe Cookery
School”. (Elaine Reardon Interview)
Darina is the principal of the school, so she really stresses how Ballymaloe opened doors for
her and thought her everything she knows. She is grateful to have such a strong name (the
Allen name) behind her because maybe the cookery school would not be so successful today
without it. Especially the school’s location - it is located in the middle of nowhere and
opening in the 1980’s when times where bad.” (Elaine Reardon interview)
The Ballymaloe story is unique. It is a fairy tale story in ways, of one family, the Allen’s.
Ivan and Myrtle Allen started out their married lives as small farmers. To go and turn their
East Cork, Ballymaloe farm into a unique flourishing wholesale brand. “The success has
hinged on Ballymaloe's ability to move with the times. In certain respects the succeeding
generations of Allens has helped to invigorate the Ballymaloe brand. It should also be noted
that a cross section of our customer base still associate themselves with the generation they
first came to know.” (Sharon Hogan interview)

“Ballymaloe have such a great story and history to communicate with people with strong
people such as Darina and Rachel behind the brand. They have built the brand with good
reputation from Darina, the cookery school and of course their relish.” (Christine Duggan
interview)
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“It was synonymous with the Allen family for whom homecooking was the recipe for
unparalleled success.” (Catherine Shanahan 20Q3)(www.irishexaminer.ie)
The Ballymaloe brand is so successful for many reasons. A main reason that the researcher
kept coming across was the fact that the majority of all their enterprises were family run.
Family is a fundamental aspect of the Ballymaloe brand which they have actively portrayed
via their brand. “Yes nearly all members of our family are involved in Ballymaloe and many
have gone on to set up their own companies. We are very much family orientated.” (Darina
Allen interview)
“Yes it’s very personal in Ballymaloe. Darina and Rachel are the two main faces behind the
brand. People call them by first name not Mrs. Allen.” (Elaine Reardon interview) The Allen
name is very much associated with the Ballymaloe brand. They have made the brand personal
using the faces of Rachel and Darina Allen’s when communicating towards their publics.
“Rachel is in the media more as she has the sex appeal towards the public and is the young
yummy mummy.” (Elaine Reardon interview)
They communicate their tradition with food but also try to portray this aspect in many other
ways with Darina’s involvement with ‘Grandmothers Day’, which is discussed further in this
section of this chapter .“Myrtle believed good food never costed anything but it always
worked out for her in the end. It just shows how you can’t beat tradition.” (Elaine Reardon
interview) Myrtles old ways are still thought in the school as the former Ballymaloe student,
interviewee states:
“She spoke about the success of Ballymaloe. Her view was that the bottom line was quality
produce. It always goes back to the producer. Mrtyles old ways were also stressed, that she
used to get local little boys to pick black berries for her and bring them into the kitchen and
she used to pay them there and then. She always supported locals such as the local fishermen
in their area and the farmers. That’s the ethos they try and portray, that’s where the framers
markets stems from then as well.” (Elaine Reardon interview speaking about Yasmin Hyde)
Old ways and cooking at home is what Ballymaloe represents and as such they are essentially
trying to bring the past forward to the 2D’ century. It is clear from the following that both
Rachel and Darina feel strongly about traditional home cooking. “Now that I have kids
myself cooking at home is very important to me” (Allen, 2006, p. 9)
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“What’s happened in the last couple of generations is we’ve left all our young people out of
the house with no life skills,’’ Darina Allen says forcefully. “We’ve done them a big
disservice because what happens now if they lose their jobs is that they can’t even make
themselves a cup of coffee, not to speak of a little bubbly stew or a macaroni cheese.”
(Darina Allen)(www.silvercircle.ie)

4.2 Ballymaloe - New Media
New media has evolved in the last decade; in ways one can say it is slowly replacing
traditional media. Through new media a mass audience can be easily accessed 24/7 unlike
traditional methods. New media is accessed via the internet; the internet is present all around
us in the home, at college and at work. New media can be defined as a service providing
information and entertainment using the internet and not by traditional methods such as
newspapers and television. It is appealing to all aspects of business and society; it is
particular appealing to the PR profession. Awareness of the changing nature of business in
relation to PR is vital to keep up to date, to practice PR using present methods of new media
and traditional media.
Social networking has taken the world by storm. Everywhere you look Facebook, Wikis and
Twitter are advertised as well as being discussed in wider media commentary. Social media
networks such as Linkedin and Facebook encourage people to interact virtually to create and
maintain personal profiles of them.
Social networking is a new alternative to traditional methods of networking. It is cost
efficient and extremely effective to be associated with a social networking website. It
highlights that an organisation as well as an individual are equally familiar with the future
that is new media.
Social networking allows users to become virtually sociable, bringing people closer together
that are only being kept apart geographically. This close connection has never being present
before, prior to the breakthrough of new media. With social networking growing at a
phenomenal speed the power is been shifted away from the traditional media outlets and into
the hands of the users.

38

New and social media is having extraordinary effects on the PR profession. It is a new outlet
for PR practitioners to access their preferred publics, more directly and particularly fast. How
PR is practised is changing, not its principles but the mechanisms in which it is been
conducted. “We have reported findings that clearly indicated public relations practitioners
believed the emergence of blogs and social media have changed the way their organisations
(or their client organisations) communicate.” (Donald K. Wright, 2009)
The mechanisms of communication are changing and this has forced a rethink of media
strategies, thus new media has evolved within the world of PR. New media is acting as a
‘puir medium, the information is not been ‘pushed’ towards the public, the public is visiting
or publishing information on a particular website for their own personal reasons and beliefs.
“Both Facebook and Twitter are used to capture the success of the brand and personalities
associated with it. Again this venture is done with an eye to compounding that success.”
(Sharon Hogan interview)

“I feel they should have more of a presence in the new media side of things. They are not on
twitter, their Facebook pages are very limited and very little interaction is occurring on them.
They should definitely be more interactive with their consumers.” (Christine Duggan
interview)
New media has presented a cultural shift on how PR is applied. “New media and new
influencers speak to anything but tradition.” (Ovaitt, 2008) New media allows for an
enhancement of a corporation’s reputation in their own industry sector or appealing directly
to the market place. It is now evident to take PR campaigns online where they really count.
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Many corporations and internet users have their own social networking space either
representing themselves personally or professionally. For example, many if not all
corporations now have their own Facebook, Linkedin page or Blogs to interact with their
publics. “Well were up and running with our websites that are kept up to date regularly and
people can access us through them and see what we are about and what we have to offer. We
also have a link to our Facebook page.” (Darina Allen interview) Ballymaloe is active in the
world of new media. The Ballymaloe Brand has several websites and they all represent the
individual products or services they have to offer. The websites are as follows:
•

Ballymaloe Country Relish (www.ballymaloecountryrelish.ie)

•

Ballymaloe Cookery School (www.cookingisfun.ie)

•

Ballymaloe House (www.ballvmaloe.ie)

Each website is unique in that they all use the Ballymaloe brand but they do not have one
universal logo as they are all separate enterprises. They all fall under the Ballymaloe brand as
they are one family using the one brand name, Ballymaloe.
Ballymaloe is present on Facebook which is a social networking website. It allows users to
build personal profiles to reBect themselves as an individual. It is web 2.0 based as you can
interact with other users via your personal or business page. The user is in full control of
their page meaning it can be public or private. The privacy setting allows only accepted
members by the user, to view their page. Facebook is advertised on the Ballymaloe websites;
they invite their public to join their Facebook page and interact with them and fellow users.
Even though Ballymaloe have a social networking presence the opinions of the interviewees,
that are familiar with Ballymaloes entities, were not overly favourable. They found their
social network presence to be quite limited with little or no interaction with their public via
Facebook and other such websites. (http://www.facebook.com/pages/ShanagarrvIreland/Ball ymaloe-House/106956272679402)
“Yes definitely I think Ballymaloe, for such a successful company, are so old fashioned as
their presence on social networking sites are still very limited. Sometimes their website
wouldn’t be updated for ages. I believe though everything they do is very old school. I also
believe Ballymaloe think they are really ‘with it’ but they’re not at all. I do think they are
slightly arrogant in that sense.” (Elaine Reardon interview)
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“I feel they should have more of a presence in the new media side of things. They are not on
twitter; their Facebook pages are very limited; and very little interaction is occurring on them.
They should definitely be more interactive with their consumers.” (Christine Duggan
interview)

4.3 Ballymaloe Traditional Media

“Press, radio and television provide the public relations practitioner with an essential channel
of communication between clients and the publics.” (Gunning 2003) Dealing with the media
can be a major function of public relations but this at times can often be confused with
publicity.
“Yes, well we invite Journalists down to Ballymaloe to taste our foods. It is always free for
them to eat at Ballymaloe, but they always end up paying as they are so impressed by our
cuisine.” (Darina Allen interview)
It can be said that public relations in general uses the mass media such as television and radio
to access their public to make them aware of or to defend an issue relating to the given
organisation. This is not publicity as the material used by the media is selective information
given by the organisation. In practice public relations deal with the media through press
releases and events. Accessing ones publics via the mass media is one of the most direct
manners possible. Publicity on the other hand “ is drawing attention to something by
highlighting the issue, event or occasion in the media” (Gunning 2003) Publicity has adopted
the attitude if the media is there why not use it to its advantage. Ballymaloe has used the
media many times to its advantage. In some cases they have accessed them to highlight their
involvement with local farmers markets such as Midleton Farmers Market and Mahon Point
Farmers Market.
“Magazine exposes and high profile television appearances that are mainly associated with
Darina and Rachel help to promote the company at large. This exposure is compounded
through weekly articles in newspapers such as The Irish Examiner in Darina's case and The
Sunday Tribune in Rachel's case. This offers a medium to maintain regular contact with the
company's target market.” (Sharon Hogan interview)
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Both Darina and Rachel both have recipes columns with The Examiner and the The Sunday
Tribune. They enjoy a constant media presence via their columns. When they are not in the
newspaper they are in magazines such as The Food and Wine Magazine. “Yes I am more
familiar with the traditional, Darina and Rachel’s weekly columns in the Examiner and the
likes. The food and wine magazine had an awards ceremony this month and she was entered
into the hall of fame which is a prestigious award to receive in the “food world”.” (Elaine
Reardon interview)
Rachel appears on chat shows such as The Saturday Night Show hosted by Brendan
O’Connor on RTE. If they are not on television they are on the radio at local and national
level. They use traditional media to their advantage as they access all avenues promoting
themselves and The Ballymaloe brand.
Since they have received such large media attention it has transformed both Darina and
Rachel into celebrities. They both have their own TV cookery shows on RTE again
promoting family cooking at Ballymaloe. Rachel’s show is called cooking for friends, Rachel
cooks with a different family each week to show them how to cook all types of recipes to
highlight that cooking is fun and all the family can get involved, (www.rte.ie)
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4.4 Ballymaloe’s Corporate Social Responsibility (CSR)
“Corporate social responsibility means that a corporation should be held accountable for any
of its actions that affect people, their communities and their environment:” (Fredrick Post
Davis, 1992 p.30) Business’s today are constantly evolving to remain competitive within both
the industry and national environment of the economy particular to them. In relation to both
national and international environments I believe Corporate Social Responsibility (CSR)
plays an essential role and function in achieving and maintaining such a competitive
advantage while simultaneously outwardly displaying a socially responsible posture.
“There was a lot of emphasis on Corporate Social Responsibility (CSR) that maybe isn’t as
strong now. I think CSR is very important for all businesses as it suits every business. These
large brands have a great emphasis on CSR externally and internally. They wanted to see
their employees involved in CSR activity and to be seen to be involved. It is again cost
efficient as the budget can be as small or as large as the company can afford but still being
effective. It reflects the brand in a good light. The large brands really zone in on CSR and I
think they thrive because of it.” (Christine Duggan interview)
In any modern business today the role and function of CSR varies across different businesses.
Modern forms of CSR can be defined under two principles, the stewardship principle and the
corporate philanthropy principle.
“Many of today’s corporate executives see themselves as stewards or trustees who act in the
general public’s interest” (Frederick Post Davis, 1992: 35) The stewardship principle stands
for the main interest of the public that might be effected by any actions that are carried out by
the business. “Mangers of these businesses believe that they have an obligation so that
everyone - not just those in need - benefits from the companies actions.” (Frederick Post
Davis, 1992:35) Every modern business must be accepted by the public as a socially
responsible corporation. If not the firm cannot be fully effective economically. Managers “are
expected to act with a special degree of social responsibility in making business decisions”
(Fredrick Post Davis, 1992:35) The public must be taken into consideration and looked after
by the business as these can be measured as stakeholders of the firm even though they might
not hold shares, they still support the firm by buying their produce and services.
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“Philanthropy is that corporations perform charitable actions” (Trench
Yeomans,2009:101 )Philanthropy ean technically be considered as not part of a business’
social responsibility as it does not eonstitute an inherent attribute that the publie would
demand but it still highlights the business in a favourable light. Corporate philanthropy is the
modern expression of the charity principle, the idea that the wealthier members of society
should be charitable towards those less fortunate. (Fredrick Post Davis, 1992) CSR is carried
out under these two principles in the world of modern business today. Ballymaloe has set up
their own charity helping to house orphans in India and giving them adequate schooling,
Darina would take several trips a year to India. Yasmin Hyde and Ballymaloe Country
Relish can be seen to work closely with the Simon Community. “We contribute regularly to
local charities. Ballymaloe Country Relish covered all Streetsmart Cork administration costs
when setting up, meaning all money raised went straight to Cork Simon Community.”
(www.ballyamaloecoutryrelish.ie)
There are many benefits to CSR activity within a company. These include the fact that CSR
can help attract investors. Every business uses the CSR function in a different way and
without it I believe they would not stay viable in the competitive markets of the present
economy. “All our societies are continually changing and evolving” (Tench, Yeomans
2009:98) Thus society at large are expecting more from local organisations so we can benefit
in some way as individuals who are part of that wider community. Without CSR societies
may in general be slow to support such organisations which in time will no doubt negatively
impact upon their business.
Ballymaloe is seen to be involved at a personal level with the community setting up the first
farmers market in Midleton by Darina Allen. Farmers markets are now a weekly event in all
towns across Cork city and county such as Ballincollig, Mahon and Blarney. Farmers markets
let local producers sell directly to their customers, they can educate their publics about their
products whilst also receiving feedback. “She (Darina) always supported locals such as the
local fishermen in their area and the farmers. That is the ethos they try to portray; that’s
where the farmers markets stem from then as well. Darina started the first one in Midleton to
link back to the producer direct and cut out the middle man i.e. Supermarkets.” (Elaine
Reardon interview)
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The 25**’ of April is a new holiday in Ballymaloe, Grandmothers day. It was set up by Darina
who is a grandmother herself this is a national CSR campaign encouraging the community to
get involved whilst promoting the Ballymaloe brand. This is both a local and national
campaign. It is again tying in with the old traditional ways passing on old traditions to the
new generation. Encouraging grandparents to build up a strong relationship with their
grandchildren and passing on their knowledge and old ways “Today we celebrate the first
slow food Grandmothers day. All over Ireland and many parts of the world grandmothers and
indeed grandfathers will gather their grandchildren around to share their memories and
experience and to pass on some of their valuable life skills; to have fun and show them how
to bake a cake, catch a fish and sow a seed.” (Allen 2009)(www.cookingisfun.ie)
Ballymaloe country relish is a main sponsor of The South County Dublin Junior Horse Hunt.
Ballymaloe sponsor the ladies challenge in the Leinster League. Ballymaloe does not just
support their community on a local level but on a national level too. They are present at many
events around the country, (www.glencarraiglady.com)
The Ballymaloe brand is a regularly sponsor at national events around Ireland such as
Darina’s presence this year at Electric picnic musical festival. Electric Picnic is a music
festival that takes place annually in Stradbally Co. Laois for the first weekend in September.
Darina is present at the festival promoting the Ballymaloe brand. The presence at the festival
retJects the type of brand Ballymaloe is and tries to perceive. The festival is in keeping with
the same values of Ballymaloe quality, earthy and supporting the community.
(www.electricpicnic.ie)
Ballymaloe are also linked with Good Food Ireland, an Irish organisation that represents and
supports the Irish food and accommodation industry. “First and foremost for me, organic is
not a luxury it’s a necessity.” (Allen 2009) (www.thetimesonlie.co.uk) Good Food Ireland
represents the best in Irish cuisine highlighting those in the industry that appreciate good
food, that support Irish and organic produce, they believe Ballymaloe is just that. “Good
Food Ireland is about discovering the best and that requires standards.”
(www.goodfoodireland.ie)
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4.5

The future of the Ballymaloe brand

After collecting all the data the researcher discovered that there were misconceptions of the
overall brand and what they communicate to their public’s
Elaine Riordan of Nash’s 19 felt:
“I think they make the money of a large successful food company but they definitely don’t
act like one. In my opinion, it is a hundred percent run as a small food business, family
oriented with the personal touch. It looks like a large enterprise but I think that has only
developed in the last number of years. I don’t know if that was ever their initial plan, I don’t
think it was. It is so family orientated some members of the family and families in laws are
involved in some way 24/7. At the end of the day it is just a family run business really that
have reached major successes.”
Christine Duggan of DMPR spoke positively about the future of Ballymaloe, but with a word
of caution:
“Ballymaloe have such a great story and history to communicate with people with strong
people such as Darina and Rachel behind the brand. They have built the brand with good
reputation from Darina, the cookery school and of course their relish. At the start, Ballymaloe
never had to do that but if they don’t start doing it soon there going to lose the next
generation of publics coming through. They could run the risk of being lost and left behind.
They have a very old style of doing business in the way they feel that consumers will come to
them rather them going to consumers. Any company in this day in age can’t be too cocky
about their own brand. Consumers unlike long ago weren’t as loyal as they used to be if they
find another brand more cheaper or better value they will go with that brand loyalty is
becoming less and less.”
Elaine Riordan had similar feeling about the

century Ballymaloe:

“Yes definitely I think Ballymaloe for such a successful company are so old fashioned as
their presence on social networking sites are still very limited. Sometimes their website
wouldn’t be updated for ages. I believe though everything they do is very old school. I also
believe Ballymaloe think they’re really ‘with it’ but they’re not at all. I do think they are
slightly arrogant in that sense.”
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And finally when asked to define the brand over all...
Elaine Riordan opinion:
“Yes I am impressed by the brand, I just think there is something special, its a very honest
brand its never about the money as such more about the food. The food is Just everything to
them. I’m definitely impressed by that.”
“I think they make the money of a large successful food company but they definitely don’t
act like one. In my opinion, it is a hundred percent run as a small food business, family
oriented with the personal touch. It looks like a large enterprise but I think that has only
developed in the last number of years I don’t know if that was ever their initial plan, I don’t
think it was. It is so family orientated some members of the family and families in laws are
involved in some way 24/7. At the end of the day it is just a family run business really that
have reached major successes.”
Christine Duggan opinion was:
“I know it is a large food business but I’d perceive it as a small company if that make sense. I
would be interested to know how Ballymaloe perceive it.”

Sharon Hogan of Ballymaloe perceives it as:
“In the start it probably emerged as 'small local food business', although it cannot be denied
that it has evolved to become a 'large successful food company'. However we would believe
that the Ballymaloe brand has retained its original character.”
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4.6

Questionnaire Analysis

This section analyses the response of twenty-five individual randomly selected as part of a
random sample survey to be representative of attitudes towards Ballymaloe.

Question One - Are you male or female?
36% of the respondents were male, while 64%were female.

Question Two - In what age bracket do you fall?
8% of respondents were ages between 15-19.
20% were ages between 21-25.
44% were over 40.
In each of the remaining categories 28% were between 26-39.

Question Three - Highest level of qualification achieved?
48% achieved secondary level education.
4% achieved certificate.
32% achieved third level degree/diploma.
16% achieved postgraduate qualifications.
Question Four - What is your occupation?
44% in fulltime education
16% are students
16% are housewives
12% unemployed
8% skilled workers/civil servants

Question Five - Would you say your passionate about food?
68% answered yes
32% responded no

Question Six - Do you consider it fashionable to be interested in food?
60% said yes
40% said no
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Question Seven - Views on respondents that answered yes:
•

Creates a homely environment, cooking at home

•

It is an interesting pastime

•

Dinner parties are the new social outlet for couples, since the recession

•

Staying in is the new going out

•

Great hobby to connect with like minded people

Question Eight - Are you familiar with the Ballymaloe brand?
100% answered yes.

Question Nine - Please see below for results
PI«aM tick th« box you think it attociated with tha BaHymaloa Brand

KBuCM

Question Ten - Are you familiar with the family?
100% answered yes

Question Eleven - Please see below for results
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If you antwtrod ya* in tha praviout quaation, which mambar of tha family ara you most
familiar with?

Rachel Anen

Oanna Allen

Myrtle Allen

YasmmHyde

Question Twelve - Please see below for results

How did you haar about Tha BaHymaloa antarpriaa and what thay hava to offar tha
public?

Question Thirteen - Do you think Ballymaloe communicates with its public accordingly?
41.7% had no opinion
54.2% answered yes
4.2% answered no

Question Fourteen - Do you think they’re community orientated?
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63.2% replied yes
36.8% had no opinion

Question Fifteen - How are they community orientated?
Most answered the following:
•

Farmers markets

•

Support local

•

Host craft fairs

Question Sixteen- What words come to mind when you think Ballymaloe?
Similar answers where the following:
Organic produce
Good food
Family
The Allen’s
East cork
Home cooking
Cookery Shows
Question Seventeen - Do you buy any of their products services?
79.2% said yes
20.8% said no

Question Eighteen - Why do you buy their products?
Those who answered the question stated the following:
•

Value for money

•

Good Quality

•

Premium brand

•

Organic

51

Question Nineteen - Please see the following for results:
How would you p«rc«iv« Ballyrruilo* a* an antarpriaa?

Question Twenty - Are you impressed by the Ballymaloe brand?
17.4% No opinion
82.6% stated yes

Question Twenty One - Why are you impressed?
Those who answered stated the following:
•

Successful

•

Family run

•

Diverse from foodstuffs to cookery advise

Question Twenty Two - Do you think they could improve their public relations techniques?
50% no opinion
41.7% said yes
8.3% said no
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Question Twenty Three - How could they improve?
•

More day time TV exposure

•

More presence on the internet

•

More presence on social networking sites such as Twitter

•

Advertise and speak out more to their customers.
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4.7 Conclusion
Chapter four discussed the quantitative and qualitative elements of the research. It presented
the analysis of the questionnaire, and discussed the results that arose from the analysis in
conjunction with the content analysis of the interviews. The interviews were scrutinised
closely to reveal the public relations techniques and attitudes of Ballymaloe. The conclusions
and recommendations that arose of this data will be discussed in Chapter Five.
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Chapter Five
Conclusions and Recommendations
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5.0

Introduction

This research analyses the contribution of public relations to the growth of the Ballymaloe
brand. By using primary and secondary data, interviews with strategically sourced people in
the field and random sampling questionnaires as means of research, this dissertation has
ascertained that Ballymaloe is a large successful brand but operates as a small family run
food enterprise.
The objectives of this research were:
•

To establish the contribution of public relations to the growth of Ballymaloe and to
determine is such a contribution effective i.e. are the techniques having a positive
effect.

•

To identify whether they are reaching and communicating with their publics
accordingly.

•

To determine the future of the Ballymaloe brand.

5.1 Conclusion One: The effectiveness of Ballymaloe in respect of public relations?
The Ballymaloe brand applies many public relations techniques. From the data analysis it can
be concluded that Ballymaloe has taken many avenues in promoting their brand. From the
questionnaires data there was a hundred percent knowledge of Ballymaloe. Ballymaloe’s
public relations techniques are therefore effective in relation to brand awareness amongst the
Irish public.
Ballymaloe is active in public relations on both local and national level. It is present at
fashionable events around Ireland including various equestrian meetings as well as the
Electric Picnic musical festival, to name but a few. On a local level they are present at
farmers markets around Cork such as the Midelton and Mahon Point farmers markets. This
creates an environment where they are keeping in touch with their customers on a personal
level, with a two way system being created. They can learn from their customers and their
customers can learn from them.
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Ballymaloe are progressing into the 21^‘ century. Even though they are great believers in
tradition they are still moving with the times. With web 2.0 websites to interact with their
consumers. They are also present on the social networking site Facebook. After close
monitoring by the researcher it seems that their web 2.0 activity is very limited, the website is
not kept up to date regularly and they really are only present on Facebook with little
interaction with their publics.
They seem to be thriving in the area of traditional media, where the data analysis was
positive. They have quite an amount of media presence weekly and annually. Both Darina
and Rachel have successful cookery shows on national television. They are both present in
the newspaper with their own column in two renowned newspapers. The Irish Examiner and
The Sunday Tribune. The mass media have presented both with celebrity status. Rachel the
young successful mother with sex appeal, and Darina the aspiring grandmother who has
accomplished wonders.
It is through these public relation tools Ballymaloe aims to gain a stronger foothold in the
Irish public consciousness.

5.2 Conclusion Two - Reaching Strategic publics
As stated by Grunig and Hunt “Organisations that communicate well with the publics with
whom they have relationships know what to expect from those publics, and the publics know
what to expect from them.” (Hunt, 1994, p. 5)This emphasises the importance of paying
attention to latent publics, who are affected by the organisational behaviour. With
Ballymaloe, the research conducted has shown that there is a tendency to focus public
relations efforts on existing publics, rather than attracting new consumers. They are very
much present at similar events but not branching out into new surroundings.
It was evident from the research conducted that Ballymaloe do little advertising to the wider
community, unless they are present at the same events as Ballymaloe are. They promote
themselves conducting interviews but never solely the Ballymaloe brand. There is a slight
presence of arrogance attached to the Ballymaloe enterprise as they are traditionalists. Will
this suffice in the difficult years ahead, of the global recession? With limited advertising and
attending their regular events, they have limited themselves in communicating with 21st
century strategic publics.
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5.3

Conclusion Three - The future of Ballymaloe

The research has shown that Ballymaloe’s image, reputation and principles are crucially
important when communicating with their publics. Ballymaloes strong ethos of old traditional
ways makes the organisation’s future in the mass market questionable as they seem non
committal to changing their thoughts and ideas. As stated in the data analysis they are still
very ‘old school’. They need to bring the brand more into the

century. In effect they are

willing to come so far but not a hundred percent. For example, they are present on the web
but not interacting at the expected level of their publics.
Public relations as an industry, through the use of new and social media, does not suffer from
original cost constraints. Online social media networks provide boundless parameters for
information content through the use of links. Traditional outlets are constrained by the limited
availability of column inches and TV advertisement slots. Organisations in these recessionary
times are working within tight marketing budgets, making it hard for them to refuse new
media channels especially when the results are so evidentially promising. Ballymaloe should
use what is available to them at the maximum level as they should meet the expectations of
today’s generation.
Strengthening external communication is needed for a recognised organisation to sustain
viability in these recessionary times. This may be conducted using the avenues they already
have explored, but new campaigns would add a greater success to this well established brand.
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5.4

Recommendations
•

Utilise their presence at events more effectively to proactively engage with potential
customers. This can be achieved with an effective media relations campaign and an
innovative ‘slant’ on such events - for example some involvement in universities
‘freshers’ and ‘rag weeks’, which would ensure a higher profile among the younger
demographic.

•

Utilising resources that are widely available to them with limited costs such as social
networking. Public relations operates 24/7 and so does new media so it makes sense
that the impact on public relations is evident. Unlike traditional media the PR
Practitioner is in control, i.e. they control what is published and it is a two way system
thus feedback is easily received as interaction is encouraged. ‘Twitter’ and ‘my space’
do not cost money and allow access to millions of users via one channel of
communication

•

The websites should be updated regularly. A member of staff should be employed on
a full time basis to solely focus on their presence on the internet with interaction as
frequent as possible, to keep their publics up to date on their current activities.

•

Both Rachel and Darina’s cookery programmes are aired during day time hours. They
should try and receive more evening air time attracting young working parents that
are only available in the evenings.

•

Ballymaloe should maintain their affiliation with charities such as The Simon
Community. They could run campaigns in conjunction with the charities and show
they are helping their local communities and those in need.

•

To ensure the brand is kept interesting they should have a universal brand logo as the
relish, the cookery school and Ballymaloe House all have different logos. Make it
easier for the consumer to identify.

•

Advertise more extensively. They are very limited in this area even to advertise via
their websites if budgets are tight. To introduce a tag line to attract attention, to launch
it in a new light or to highlight an original tagline more extensively such as ‘cooking
is fun’.
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Interview with Christine Duggan Managing Director of DMPR
Date of interview 25**^ August 2010
Avril To start, what do you think are the most important aspects of PR?
CD

Obviously the most important aspect is creativity and writing skills that maybe

your not thought enough of in college but you only learn that from experience from the
industry itself. When I did my master in DIT there wasn’t enough of an emphasis on
this. Strategic planning would be a major aspect and again creativity something that
you can’t really teach only learn from experience. Creativity is so important these days
over past PR as budgets have got much smaller, you have no choice but to be more
creative and cutting edge with your ideas.

Avril What PR techniques are the most effective whist building and promoting a brand?
CD

Creativity is number one everyone is vying for the top spot these days. To be

different you have to be creative be that in you marketing, PR campaign, brand logo
and design, you need to stand out from your competitors. Planning, if your building a
brand from project to project you must have clear objectives and have your planning
done, to know where your are going with a certain brand and to have a clear vision.
Budgets are a major issue now when I first set out working in PR working with brands
such as Vodafone and Coca Cola their budgets and contracts were endless. Now its on
project and project basis like everything else PR is taking a hit by the recession. That is
just the nature of way things are unfortunately. Most companies if not all should be
involved in social networking as it is such a cost efficient outlay to promoting a brand. It
doesn’t suit every brand. There are now many new food companies entering the market
that have been very clever and creativity promoting their companies using social
networking.
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Avril What is it like to work with successful brands?
CD

As Pve said their budgets were endless. There was a lot of emphasis on

Corporate Social Responsibility (CSR) that maybe isn’t as strong now. I think CSR is
very important for ail business it suits every business. These large brands have a great
emphasis on CSR externally and internally. They wanted to see their employees
involved in CSR activity and to be seen to be involved. It is again cost efficient as the
budget can be as small or as large as the company can afford but still being effective. It
reflects the brand in a good light. The large brands really zone in on CSR and I think
they thrive because of it.
In relation to campaigns they very much leave it up to the PR consultancy then you
would pitch your idea to them and they then give you the go ahead. The larger brands
are definitely more creative when it comes to PR techniques they are more willing and
open to taking advice they welcome new ideas compared to smaller firms. Smaller firms
and start up companies are cagier and want to play it safe as they probably have
smaller budgets too. The larger brands would have there own annual campaigns and
then we would tweak them to give them a new lease of light.

Avril Are you familiar with the Ballymaloe brand?
CD

Yes I am I suppose everyone is at this stage is familiar with the successful brand.

Everyone is familiar with Ballymaloe Relish and cookery school and associate Darina
and Rachel Allen with Ballymaloe but they have a large family they defiantly have more
of a story to tell and I feel they don’t get this information across to their public. I don’t
feel the brand itself has much of a personality. It should at this stage have more of an
appeal as it is so well established.
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Avril How would you perceive the Ballymaloe brand?
CD

Ballymaloe I feel need to be more present on social networking sites I believe

there not on Twitter and so forth. Especially Ballymaloe have such a great story and
history to communicate with people with strong people such as Darina and Rachel
behind the brand. They have built the brand with good reputation from Darina, the
cookery school and of course their relish. At the start, Ballymaloe never had to do that
but if they don’t start doing it soon there going to lose the next generation of publics
coming through. They could run the risk of being lost and left behind. They have a very
old style of doing business in the way they feel that consumers will come to them rather
them going to consumers. Any company in this day in age can’t be too cocky about their
own brand. Consumers unlike long ago weren’t as loyal as they used to be if they find
another brand more cheaper or better value they will go with that brand loyalty is
becoming less and less.
When I think Ballymaloe you think quality and homemade and they have a great
reputation but they don’t do enough to promote their food offerings they do advertise
but not extensively I would be unable to tell you if you asked me what there
advertisements looked like. Ballymaloe doesn’t have a consistent design the relish is
different to the cookery school and so on. They should really have all the products tied
in together if they are all using the same brand name. Their choice of colour for their
packaging I feel is unattractive and not eye catching. You would instantly recognise the
Ballymaloe products as their packaging is all so different from the relish to their pasta
sauces. They should all carry the same colours, image, style and logo and they would be
much stronger. As Ballymaloe progressed they have started to target different areas,
each area they targeted the approached it differently I don’t think they have a very
strong strategic plan for the company. I feel their branding and image is very weak.
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Avril Do you think their PR techniques are effective?
CD

I feel they should have more of a presence in the new media side of things. They

are not on twitter, their Facebook pages are very limited and very little interaction is
occurring on them. They should definitely be more interactive with their consumers.

Avril Do you think CSR and Sponsorship is an effective way of communicating with you
publics?
CD

Yes, as I’ve said already it’s an extremely effective way to access your public and

the company is seen to be doing good. I find Ballymaloe are very cocky and above this, I
believe they feel they have loyal customers so they don’t make any effort in this field
because they already hold a strong reputation Personally I think its very bad form that
Ballymaloe has limited themselves so much in this area of PR. CSR is overlooked a lot
of the time Ballymaloe as they could do much more in this area. Before customers used
to come to them but in recessionary times this might net always be the case so they need
to do more to attract the public’s attention. Even if it’s a small budget Ballymaloe can
defiantly try and do more for the Cork community. Community is more than important
than ever because people are going back to their grass roots.

Avril

In your own opinion do you consider Ballymaloe a small food business or a large

successful company?
CD

I know it is a large food business but I’d perceive it as a small company if that

make sense. I would be interested to know how Ballymaloe perceive it.
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Interview with Elaine Reardon, Pastry Chef at Nash’s 19 Restaurant in Cork City (past
pupil of the Ballymaloe Cookery School)
Date of Interview 26^^ August 2010
Avril To start, while attending Ballymaloe where you thought about the Ballymaloe Brand?
ER

Myrtle was the beginning of it all as she and her husband bought Ballymaloe. So

we would have learnt about the history about her and Ballymaloe House and how all
enterprises have originated from this. This is where Darina learnt everything, so she
really focuses on myrtles old ways still to this day. Darina then opened up a school from
that, Ballymaloe Cookery School. Darina is the principal of the school, so she really
stresses how Ballymaloe opened doors for her and thought her everything she knows.
She is grateful to have such a strong name (the Allen name) behind her because maybe
the cookery school wouldn’t be so successful today without it. Especially the school’s
location its located in the middle of nowhere and opening in the 1980’s when times were
had.
We also learnt about Ballymaloe Relish for a whole day from Yasmin Hyde herself and
about starting your own food company. She spoke about the success of Ballymaloe. Her
view was that the bottom line was quality produce. Mrtyles old ways were also stressed
that she used to get local little boys to pick black berries for her and bring them into the
kitchen and she used to pay them there and then. She always supported locals such as
the local fishermen in their area and the farmers. That is the ethos they try to portray,
that’s where the farmers markets stem from then as well. Darina started the first one in
Midleton to link back to the producer direct and cut out the middle man i.e.
Supermarkets.
Avril Why Ballymaloe is successful?
ER

Ballymaloe is run very well they still run it like a small food business. They have

years of experience in the field and they always go back to what they believe in
supporting local produce, eating fresh wholesome and home cooked foods. They still
refer back to Myrtle and her old ways, their traditionalists.
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Avril What advise was given to you as a student in relation to starting your own food
brand?
ER

Darina’s sister Balthnaid came to speak to us for a three day course on the

business side of setting up your own food brand and costings. She informed us the
elements of a good brand, quality, correct target market and promoting the brand to
represent your personal ethos and values. When running your own business it is key to
waste nothing everything costs money and to utilise all your resources as best you can.
If sbe found food in a bin she would have said “that’s the difference between your profit
and your loss.”
Myrtle never food costed anything but it always worked out for her in the end just
showing how you can’t beat tradition.

Avril

Are you impressed by the Ballymaloe brand and the products and services they offer?

ER

Yes I am I Just think there is something special, it is a very honest brand it is

never about the money as such more about the food. The food is Just everything to
them. I’m definitely impressed by that.

Avril Are you aware of their Public Relations techniques such as their presence on
Facebook and on the mass media?
ER

Yes I am more familiar with the traditional, Darina and Rachel’s weekly

columns in the Examiner and the likes. The food and wine magazine had an awards
ceremony this month and she was entered into the hall of fame which is a prestigious
award to receive in the “food world”.
Rachel is in the media more as she has the sex appeal towards the public and is the
young yummy mummy. As all of the English students at the school would only have
heard of Rachel and didn’t know Darina at all. As the Irish would have grown up with
Darina.

69

Avril Would you have met Darina and Rachel regularly?
Yes it’s very personal in Ballymaloe. Darina and Rachel are the two main faces behind
the brand. People call them by first name not Mrs. Allen.

Avril

Do you think it is now more fashionable to but local and to be seen at farmers

markets and to boost home cooking?
ER

Yes definitely I was at the food and wine magazine awards in Dublin in the Four

Sesasons at the weekend and we were saying food is like the new property. With
celebrities present such as Lorraine Keane and Pat Short there. It’s all of sudden
become really fashionable to become associated with good food and drink. Even the
presence on twitter and Facebook the amount of restaurants reaching their publics
through social networking sites is so fashionable, the direct contact with their
customers.

Avril Do you think Ballymaloe should have more presence on Facebook and Twitter?
ER

Yes definitely I think Ballymaloe for such a successful company are so old

fashioned as their presence on social networking sites are still very limited. Sometimes
their website wouldn’t be updated for ages. I believe though everything they do is very
old school. I also believe Ballymaloe think they’re really ‘with it’ but they’re not at all. I
do think they are slightly arrogant in that sense.
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Avril Would you consider them a small food business or a large successful food company?
ER

I think they make the money of a large successful food company but they

definitely don’t act like one. In my opinion, it is a hundred percent run as a small food
business, family oriented with the personal touch. It looks like a large enterprise but I
think that has only developed in the last number of years. I don’t know if that was ever
their initial plan, I don’t think it was. It is so family orientated some members of the
family and families in laws are involved in some way 24/7. At the end of the day it is just
a family run business really that have reached major successes.
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Interview with Darina Allen a shareholder of The Ballymaloe Company
Date of interview

16"^ June 2010

Avril To start, does Ballymaloe use in house PR?
DA

We don’t necessarily or intend in using PR.

Avril What type of PR methods does Ballymaloe prefer use?
DA

Well were up and running with our websites that are kept up to date regularly

and people can access us through them and see what were about and what we have to
offer. We also have a link to our Facebook page.

Avril Does Ballymaloe work closely with the media?
DA

Yes, well we invite journalists down to Ballymaloe to taste our foods. It is always

free for them to eat at Ballymaloe, but they always end up paying as they are so
impressed by our cuisine.

Avril

Is it very much a family run business?

DA

Yes nearly all members of our family are involved in Ballymaloe and many have

gone on to set up their own companies. Were very much family orientated.
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Sharon Hogan, Employee of Ballymaloe Cookery School
Date of interview: August 2010
Avril: Does Ballymaloe have in house Publie Relations (PR)?

SH

Yes Ballymaloe does have in house Public Relations. This is done with a view to

communicate effectively with internal stakeholders, such as suppliers and employees,
the need to act at all times in a manner consistent with our mission and strategic
objectives. At Ballymaloe we feel that this education of how internal processes affect our
external objectives helps to foster an all inclusive environment. This we feel builds more
mutually beneficial relationships.

Avril How does Ballymaloe promote the company?

SH

Magazine exposes and high profile television appearances that are mainly

associated with Darina and Rachel help to promote the company at large. This exposure
is compounded through weekly articles in newspapers such as The Irish Examiner in
Darina's case and The Sunday Tribune in Rachel's case. This offers a medium to
maintain regular contact with the company's target market.
Avril How does Ballymaloe build brand awareness, how did it get the brand recognised by
the public?

SH

Ballymaloe was initially targeted at a niche market. Due to relative size of that

market at the time it was felt that brand loyalty and repeat custom were the most
effective tools of building brand awareness. We felt that due to the nature of our
industry word of mouth would also play a key role in our initial development. To this
end we concluded that above all other things the quality of our products and services
would be foremost in our business goals.
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Avril Does Ballymaloe use traditional PR methods such as the mass media to promote its
products and services?

SH

Yes and no. To an extent the coverage that Darina and Rachel receive in that

arena does have a positive correlation with the Ballymaloe brand. As well as this there
is a school website (www.cookingisfun.ie) that may introduce people to the concept of
cooking. However Ballymaloe does not explicitly engage in so called traditional PR
methods to promote its products.

Avril Does Ballymaloe use new media such as social networking ie facebook,twitter to
communicate with its customers?

SH

Yes Ballymaloe has in fact recognised the emerging role that new media is

beginning to play in the consumer marketplace. Both Facebook and Twitter are used to
capture the success of the brand and personalities associated with it. Again this venture
is done with an eye to compounding that success.
Avril How does Ballymaloe measure its success?

SH

A quick and rough estimate would be based on revenue. However given the

nature of the environment we operate in we would ideally look at many more
considerations. Issues such as customer satisfaction are quite important to us. While
this is obviously a more intangible measure of success it is none the less linked with the
previously mentioned measure.
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Avril

Is it very much a family run business?

SH

Very much so. The success has hinged on Ballymaloe's ability to move with the

times. In certain respects the succeeding generations of Allens has helped
to invigorate the Ballymaloe brand. It should also be noted that a cross section of our
customer base still associate themselves with the generation they first came to know.
It is not so much a case of portrayal rather one of perception. Yes our customers
perceive the Ballymaloe brand to be run as a family business and they would be right to
do so.

Avril How would you describe the Ballymaloe brand as a successful small local food
business or a large successful food company?

SH

In the start it probably emerged as 'small local food business', although it

cannot be denied that it has evolved to become a 'large successful food company'.
However we would believe that the Ballymaloe brand has retained its
original character.

Avril How do you access and communicate with your publics? Is it via social network sites
or face to face at farmers markets?

SH

We use both of these methods as well as the ones listed above. It is our view that

'in your face' advertising would not garner the results we would desire. For our part we
believe that putting the brand out into the public consciousness is quite sufficient.
However we use the above methods to ensure that when potential customers would like
to find out more about us that we have adequately provided for such a need.
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1. Gender

□

Gender Male

C

Female

2. Age

r
r
r
r
r
r

Age 15-19
20-25
26-30
31-35
36-40
40+

3. Highest level of education achieved

r
r
r
r
r
r

Highest level of education achieved Primary level
Secondary level
Certification
Apprenticeship
Third level diploma/degree
Postgraduate Qualification

4. What is your occupation?

r
r
r
r
r
r
r
r
r
r
r
r

What is your occupation? Part-time employment
Full-time employment
Unemployed
Student
Housewife
Househusband
Retired/Pensioner
Skilled worker/Trainee
Civil Servant
Self Employed
Farmer
Other
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5. Would you say you are passionate about food and drink?

r
r

Yes
No

6. Do you consider it fashionabie to be interested in food and home
cooking?

r
r

Yes
No

7. If answered yes in the previous question, why do you think it is
fashionabie?

----------------------------- 3
U
8. Are you familiar with The Bailymaloe Brand?

r
r

Yes
No

9. Piease tick the box you think is associated with the Baliymaloe
Brand

r
r
r
r
r
r
r

Relish, Pasta sauces
Cookery School
Hotel
Gardens
Corn Store
Cafe
Craft Shop

10. Are you familiar with the Alien Family?

r
r

Yes
No
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11. If you answered yes in the previous question, which member of
the family are you most familiar with?

r
r
r
r

Rachel Allen
Darina Allen
Myrtle Allen
Yasmin Hyde

12. How did you hear about The Ballymaloe enterprise and what they
have to offer the public?

r
r
r
r
r

Mass Media
The Internet
Social networking sites ie Facebook
Information Leaflets
At events ie farmers markets

13. Do you believe Ballymaloe communicate with its publics
accordingly?
No Opinion

□

Yes

C

No

14. Do you think they're community orientated?
C

Yes

C

No

P No opinion

15. If so, how are they community orientated?

--------------------- n

If so, how are they community orientated?

16. What word or word's come to mind when you think of Ballymaloe?
~3

78

17. Do you buy any of their products or services?

r
r

Yes
No

18. If answered yes in previous question, why do you buy their
products or services?

3
dJ
19. How vyould you perceive Bailymaloe as an enterprise?

r
r
r

As a small family business
A successful food company
A national successful brand

20. Are you impressed by the Bailymaloe brand?

r
r
r

No opinion
Yes
No

21. Please state your view, why you are or aren't impressed with the
Baiiymaioe brand?

jj
22. Do you think they could improve their pubiic reiations techniques
in accessing their publics?

r
r
r

No opinion
Yes
No
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23. If answered yes in previous question, how could they improve?
“3

80
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